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EXECUTIVE SUMMARY 
The purpose of the deliverable is to identify and present potential business models for the Rage Eco-
system.  
 
One of the key challenges faced by the RAGE project is to ensure sustainability beyond the existing 
funding of the project which ends in 2019. To deal with this challenge requires an actionable 
exploitation plan underpinned by a robust business model. 
 
This report builds on the previous deliverables within Work-Package 7(WP7) which provided a 
summary of business models historically operated within the Leisure and Applied Games (D7.1) a 
Value chain analysis (D7.2) and an outline of the stakeholder consultation process (D7.3). The report 
has been developed alongside the WP8 dealing with evaluation, and WP9 dealing with the 
exploitation plan. 
 
The report provides descriptions of four potential business models and these are distilled to three final 
candidate business models for the RAGE Eco-system; the first being a multi sided matchmaking 
model, the second a product model and finally a hybrid model which combines a product, solutions 
and matchmaking model.  
 
Informed by consultation, a firm recommendation is made, together with a supporting rationale, that 
the RAGE Eco-system portal adopts the hybrid product, solutions and matchmaking model. In making 
this recommendation the report also highlights the likely requirement to develop an interim transitional 
model whilst the portal becomes established. 
 
Such a transitional model would enable the project to address identified tensions in satisfying both the 
entrepreneurial needs of industrial partners to proceed with clear direction and speed, and equally, 
the requirement of educational partners for the project to deliver outputs and achieve real impact.  
 
The adoption of a robust, well considered Business Model for the operations of the Eco-system portal 
is essential if the project is to realise its stated objective of stimulating an Applied Games Industry 
in Europe. 
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1 INTRODUCTION  
1.1 Purpose of this Report including objectives and tasks 
The purpose of this report is to identify a business model for the Eco-system portal, one that ensures 
the long-term sustainability of the project outputs and stimulates growth of the Applied Games 
industry in Europe. This document provides discussion, summary and recommendations of a potential 
business model to ensure the long-term viability, exploitation and sustainability of the RAGE Eco-
system portal. The models are presented using the Business Model Canvas characterisations 
referencing an emergent variant of the canvas, Platform Design. 
 
In chapter 2 of this report we provide a review of A priori considerations relating to the approaches 
and concepts used in designing business models. We discuss how the models relate to specifically 
the Applied Games Industry, identify common attributes of an asset based Eco-system and identify 
the desired characteristics of such a system to encourage systemic innovation in the Applied Games 
domain. 
 
In Chapter 3 we discuss the initial guidance provided to partners in WP6 with responsibility for 
development of the technical architecture of the portal regarding potential Business Model options to 
ensure technical design and development of the Eco-system portal is aligned to support the potential 
Business Models detailed in this report. 
 
In Chapter 4 we discuss the potential Business models and provide detailed descriptions of these 
models.  We identify and describe four potential business models that could be applied to the RAGE 
Eco-system as potential solutions and analyse these models over three dimensions: scalability, 
profitability and risk. These models are: 
 
 Model 1 – Product Model 
 Model 2 – Solutions 
 Model 3 – Matchmaking 
 Model 4 – Multi-Sided 
 
These models are distilled down to three candidate models that are elaborated in Chapter 8 of this 
report 
 
In Chapter 5 we elaborate the detail of the methods employed in compiling this report. 
 
In Chapter 6 we present an inventory of revenue models. 
 
In Chapter 7 we provide detail of the consultation outcomes. The consultation included a series of 
questions that will continue to form the basis of further internal and external stakeholder consultation. 
Iterative development of the Eco-system portal will continue over the duration of the project. We 
discuss the characterisation of business models and review current thinking around revenue models 
as an integral element of the business model process.  
 
In Chapter 8 we posit the three candidate business models within the Business Model Canvas 
characterisations and discuss their respective potential as candidates for the Eco-system portal in 
preparation for presentation to internal RAGE project partners. 
 
 Model A, Multi sided matchmaking  
 Model B, Product based 
 Model C, Hybrid product, solutions and matchmaking 
 
In Chapter 9 we provide a summary of the discussions and comment in response to the presentation 
of the candidate models and recommendations during an internal RAGE workshop held in February 
2017. 
 
A recommendation of the hybrid model is made within the conclusions of this document in 
Chapter 10 
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2 A PRIORI CONSIDERATIONS 
In this Chapter, we present the A Priori considerations and provide a summary of the tools and 
instruments applied in coming to the recommendation of the Business Model. 
 
2.1 The Business Model canvas and Platform Design 
In a previous deliverable (D7.1) we identified the Business Model Canvas, developed by (Osterwalder 
et al 2009), as the tool to be used by the RAGE project to characterise and illustrate business models 
employed by both the Leisure and Applied Games industries.  
To ensure consistency in our approach we have continued to employ this tool and a recent 
development of the Business Model Canvas, Platform Design, which enhances our ability to think of 
potential business models in a more sophisticated way regarding networks, which is appropriate for 
the highly disrupted technical environment in which the RAGE project is situated. 
Whilst the business model canvas is a tool by which businesses can effectively articulate their value 
proposition, it does have its limitations critically in the very linear way it presents transactions and 
relationships. The RAGE Eco-system portal development, and the wider RAGE Eco-system, requires 
a more sophisticated and richer approach provided by Platform Design.  
Platform Design, an emergent derivative of the canvas, provides this sophistication by facilitating the 
development of “business models that allow multiple sides (producers and consumers) to interact [...] 
by providing an infrastructure that connects them” (Choudary 2016).  
Platform Design thinking incorporates the elements of service design, which ARE elaborated in D7.1 
& D7.3. As previous RAGE reports D7.1, D7.2 and D7.3 highlighted, the applied games market in 
Europe is fragmented, and the Platform Design approach provides RAGE with the opportunity to 
“bring order to a disordered market” (Choudary 2016). 
Platform Design provides us with a table (Figure 1) of attributes of modern product driven services, 
and these attributes should remain at the core of the products and services provided through the 
RAGE Eco-system portal, namely fast, personalized, relevant and human. The established process 
and approach to the portal taken by the RAGE project has implicitly incorporated these requirements. 
 
 
Figure 1 The four key attributes of modern product (driven) services. 
Source: Platform Design 
 
The RAGE project has the explicit goal of stimulating both the demand and supply side for applied 
games. This requires fundamental disruptive (Christianson & Horn 2008) action, with the aim of 
achieving a state of systemic innovation within the sector. The asset based approach of the RAGE 
project is transformative: it will require the development of new models and takes the sector beyond 
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Figure 2 Systemic Innovation Diagram 
Source: Platform Design 
 
Provided in Figure 2 is an indication of the underpinning rationale in selecting a platform design 
approach to the RAGE Eco-system portal. In this approach marketing and business strategies are 
aligned to achieve the ultimate objective of stimulating, through systemic innovation the Applied 
Games market in Europe.  
 
Using the developed RAGE assets as the starting point, incremental products and assets will be 
incorporated into the Eco-system, initially from the associated H2020 funded games projects and as 
the Eco-system becomes established new products and assets will be added to the Eco-System by 
development partners.   
 
The transformational Innovation stage may require additional investment to ensure sustainability is 
achieved through the establishment of an interim transitional model. This could be funded by external 
private investment or through alternative funding sources. This issue will be explored during the next 
phase of the RAGE project business modelling activities 
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3 INTERIM STYLE GUIDELINES DEVELOPED WITH THE WP6 
RAGE ECO-SYSTEM PORTAL DEVELOPMENT TEAM 
As a single entry point for applied gaming The RAGE Eco-system platform will realise centralised 
access to a wide range of advanced, usable applied gaming software modules, services and 
resources (or their metadata) by the arrangement of a well-managed and structured asset repository, 
digital library, and media archive system. The Eco-system will support the sustainable production of 
assets and documentation, training materials, workshops and collaboration activities. The social 
dimension will be supported by community tools for collaboration, annotation, creativity, matchmaking. 
 
Development work on the Eco-system portal (WP6) has been undertaken in parallel; this has resulted 
in a requirement to coordinate this technical development with the ongoing work in WP7, WP8 and 
WP 9.  
 
The Eco-system portal (not the existing project web site) will have the look and feel of a commercial 
asset store or marketplace. The portal is currently in a prototypical state with ongoing development 
activity informed by this and associated work packages. The WP6 development team have 
contributed to this deliverable and development has occurred alongside exploration of the three 
candidate business models discussed in this deliverable. 
 
The co-ordination between the development and model exploration has resulted in a shared 
understanding of market segments and requirements that will be reflected in the final designs. The 
design will incorporate e-commerce features that will support the recommended model and further 
integration of the portal with the software repository will only be developed based on user 
requirements during further testing. 
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4 CHARACTERISING THE POTENTIAL BUSINESS MODELS FOR 
RAGE  
This chapter of this report deals with the potential options for business models that could be applied to 
the RAGE eco-system portal. We explored several candidate descriptive models that could be 
applied, and selected a model developed in technology context in the United Kingdom by Business 
Box. The model is complementary to our selected tool of characterisation namely the Business Model 
Canvas and Platform Design and presents four descriptive options of technology industries and their 





Figure 3 Business Models 
Source: Business Model Zoo 
 
4.1 Evaluation of Business models against three criteria; 
scalability, profitability and risk. 
In this chapter, we describe the four models detailed in Figure 3 and evaluate these models against 
three criteria: scalability, profitability and risk. 
 
4.2 Model 1: The Product Model 
This model can be described as a dyadic relationship in which a business creates a product or service 
that is sold to customers. The value proposition is strongly transactional. The sale of products or 
services is well established, and this is the most common form of business model.  
The prerequisites of operating this kind of model are: 
 Identifying potential customers.                
 Identifying how to capture awareness and create demand. 
 Identifying the mechanisms of monetisation including unit price including discounts.  
 Businesses can be structured in a variety of ways including a hierarchical-integrated or as 
networked partnerships which could include suppliers.  
 
SCALABILITY  Greater volumes typically reduce costs. 
PROFITABILITY  When the business achieves scale and there are high 
entry barriers. 
RISK  Copycat or Me2 products especially those with lower costs 
Table 1 Analysis of the Product Model 
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4.3 Model 2: The Solutions Model 
This model can be described as a dyadic relationship in which the business engages with a customer 
regarding a specific problem or challenge that the customer faces. The business provides an 
integrated solution to that problem and consequently the value proposition is relational. 
Compared to the product model, the solutions based model requires much greater customer 
engagement. There needs to be an environment of trust fostered between supplier and customer. 
The boundary between the solutions and product model is a matter of degree. The prerequisites of 
operating this kind of model are: 
 Identifying potential customers 
 Creating and maintaining a high level of trust with customers that facilitates the identification 
of requirements. 
 Tailoring the product or service delivery to fulfil those needs in the context of the customer 
 Charging mechanisms are generally value based as opposed to cost based. 
 Customer engagement is rarely outsourced however directly in contrast the model can 
accommodate a variety of supply arrangements including outsourcing for the component 
products or services. 
 
SCALABILITY Scalability is difficult as greater volumes may result in 
higher unit costs 
PROFITABILITY  Profitability is good among selected customers 
RISK  Developing relationships with customers and tailor-made 
solutions require upfront investments in time, money, and 
relationship building 
Table 2 Analysis of the Solutions Model 
 
4.4 Model 3: The Matchmaking Model  
This comparatively new model can be described as a multi-party arrangement (triadic) in which a 
business identifies customer groups and brings them together via a digital or physical marketplace. 
The value proposition of the business is transactional, and lies in the matchmaking between parties 
engaging with the marketplace. The prerequisites of operating this model are:        
 Identifying potential buyers and potential sellers, and arranging for them arrive at o the 
marketplace (a double challenge). 
 Creating high levels of trust with the groups. 
 Establishing a charging mechanisms (normally a fee based on transactions). 
 Developing the marketplace and the mechanisms for customer engagement are rarely 
outsourced 
Failure rates are notoriously high for this kind of business model. Designing the offer and building 
trust takes time and effort. 
 
SCALABILITY  Typically, high 
PROFITABILITY  Margins are typically small as profits rely on volume 
RISK  Entry from copycats and envelopment from multisided 
business models 
Table 3 Analysis of the Matchmaking Model 
  
4.5 Model 4 Multi Sided Model:  
This model can be described as a multi-party arrangement in which a business identifies two different 
customer groups and delivers different products, services or solutions to each group. There is further 
requirement that there must be additional benefits generated from usage and transactions and that 
these are orchestrated by the business. The value proposition is multi-dimensional: the business 
delivers independent benefits to each of its customers through orchestration of additional value 
between them. The prerequisites of operating this model are: 
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 The business must identify and provide a product or service that is of use to a customer 
group. 
 This product or service must also generate a positive externality benefit to an additional group 
of customers. 
 The business must justify the costs of supply perhaps in exchange of an additional service. 
 The positive externality created by the exchange between can be orchestrated by agents who 
external to the business. 
 
Failure rates are again high for this business model but when successfully applied profits can be 
higher than the product equivalent. 
 
SCALABILITY  Many businesses start with developing a service for one 
customer group that is provided for free but that is 
perceived as valuable. When this customer group 
becomes large the business may explore other groups of 
customers to expand its network and provide additional 
revenues.  
PROFITABILITY This is potential very high provided the network becomes 
established and the cost of maintaining the it is low.  
RISK  Potentially the risks are high as the business concedes 
control of the value proposition underpinning the exchange 
between the customers. This model requires an 
entrepreneurial spirit of customers and maintaining the 
established value proposition. 
Table 4 Analysis of the Multi Sided Model 
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5 METHODOLOGY 
Below detailed is the methodology applied in compiling this report and subsequent recommendations: 
 
1. The first of these activities consisted of research in to Business Models and how they can be 
applied to disruptive digital environments. We then considered current literature on Business 
models, including Platform Design & Service Design approaches to Eco-system 
development. 
2. The second activity involved the compilation of an inventory of potential revenue models 
(Chapter 6) to be integrated within the Business Model Canvas. 
3. An extensive internal consultation (Chapter 7) occurred from September to December 2016, 
this involved an internal consultation meeting with RAGE partners held in Bolton in the UK 
followed by a series of four individual interviews with RAGE Game industry partners.  
4. Initial external consultation in the form of open interviews occurred with commercial Game 
Development companies.   
5. The selected models were further Elaborated (Chapter 8) and refined with a view to further 
internal consultation with RAGE partners. 
6. The Three Business Models were presented (Chapter 9) with one recommended model to 
RAGE partners in Gernsheim Germany in February 2017. 
7. The recommended model with caveats will be further elaborated and subjected to further 
external consultation over 2017. 
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6 POTENTIAL REVENUE MODELS FOR ASSETS AND PLATFORMS  
In this section of the report we present a descriptive framework of potential candidate revenue 
models, as defined in the Business Model Canvas, that could potentially provide revenue streams for 
the RAGE Eco-system portal. 
 
6.1 Inventory of Revenue Models 
Model Variation Notes 





  Charge the end-user a regular, recurring fee. Consider: 
 Minimum contract lengths 
 Buy X (days/months/weeks) get Y (d/m/w) free 
 First X (d/m/w) free (‘Trial period’) 
 Discount periods 
 Pay to remove adverts 
 Pay for additional (‘premium’) content 
 Pay for API/advanced features 
 Pay for support subscription 
 Fixed A single, fixed subscription cost (e.g. to access an online 
magazine or a specific service). 
 Variable Several fixed-price subscriptions are available to the end-
user; fee dictates feature/usage limitations, etc. This 
includes the ‘Freemium’ model; a (usually limited) ‘free’ 
option alongside one or more paid options. 
Third-Party 
Supported 
  The end-user receives the service for free; a third-party pays 
a fee for a returned service. 
  Advertising One or more third-parties place clearly defined adverts 
within the website/application. Variations of adverts include 
graphical banners, text, inline, pop-over, interstitial, etc. 
Normally charged by cost per click, cost per action, or cost 
per thousand impressions. 
  Sponsorship One or more third parties become the ‘official’ sponsor(s) of 
the website. This could include fixed (non-rotating, typically 
prominent) adverts, integration of third-party branding 
(colours, slogans) and/or licensing agreements. 
  Paid 
Content 
Advertorials: third-parties pay to include marketing-led 
content on the website. 
  Paid 
Placement 
Third-parties pay to be included in lists or in the application 
(e.g. comparisons, reviews, entertainment listings). 
  Referrer End-users are directed to third-party sites, which pay a fee 
to the website owner for any referred transactions (e.g. 
comparison sites). 
  License 
Content 
Third-Parties are given access to re-use the content from 
the web-site for their own purposes. 
Payments   The end-user makes individual, ad-hoc transactional 
purchases. 
  Pay-per-use Micropayments: the end-user is charged a fee to use an 
online service (one-off, or for a limited time). This includes 
the ‘brokerage’ model, where user(s) are charged a fixed-
price or percentage per transaction (e.g. ebay). This also 
includes the purchase of ‘credits’ e.g. 10 uses of the service 
for a fixed cost. Discounts can be offered for bulk purchases. 
  Physical 
Products 
The typical e-commerce model; includes books, CDs, 
holidays, tickets, etc. Typically, each ‘physical product’ has a 
non-arbitrary cost associated with its production. 
  Virtual The end-user purchases a ‘digital’ product that typically has 
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Model Variation Notes 
Products a negligible cost of replication. This includes virtual gifts (e.g. 
Facebook), in-game items (e.g. World of Warcraft), and 
other virtual assets (e.g. land in Second Life). 
  Related 
Products 
The end-user has free access to the main product/service. 
An additional, optional charge is made for related ‘added 
value’ products/services, e.g. documentation, support, 
commercial versions, related iPhone or Android application, 
etc. 
  Donations The website relies on voluntary end-user donations. 
Long-Term Revenue Strategic, ‘Invest and Reward’ models where costs are 
incurred initially for a longer-term ‘pay off’. 
Establish and 
Exploit 
  Attract a substantial audience before monetizing. 
  Re-use/Re-
sell 
Re-sell/re-use the data/content, usually from User 
Generated Content websites e.g. create books, posters or 
other purchasable products from data/content created on 
site. 
  Platform Establish a platform, then charge for third parties to 
participate once an audience has been established e.g. 
iPhone. See also Facebook. 
  Branding Build a ‘personal brand’ for yourself/your company. Once 
awareness is raised, go on Conference/Workshop/ ‘Expert’ 
circuit, or release a book, etc. 
Sell/Exit   Create a popular application/website, then make it someone 
else’s problem to monetize e.g. YouTube 
Revenue Share   End-users are offered a cash incentive to make the 
website/application generate revenue, by sharing a 
percentage of revenue with them (usually based on their 
personal referrals or popularity of their content). 
Re-Seller   The end-user can re-sell the online service. 
  Affiliate The end-user is paid to direct customers to the website, 
typically by listing/selling the products/services elsewhere. 
  White Label The end-user can brand/tailor the online service and re-sell 
it as their own (typically taking a percentage of the 
generated revenue, or paying a fixed subscription cost to the 
original service). 
Table 5 Inventory of Revenue Models 
 
6.2 An example of an Asset based Revenue Models within the 
Games Industry 
Numerous asset based business models are employed within the Leisure Games Industry such as 
Unreal, Cocos, Xamarin and Unity. 
 
As highlighted in a previous report (D7.3) the most successful asset based revenue model is that 
operated by Unity. Here we focus on this model and present the underlying revenue models 
underpinning the Unity asset store.  
 
6.3 Unity Revenue Model (Variable Subscription Model 
supplemented by Payments) 
The Unity revenue model (Figure 4) is as described below with various levels of subscription model, 
as defined earlier in this chapter, that provide varying levels of access and use. 
 
 Unity Personal 
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Personal model is. Free and fully featured with a revenue cap (which is the amount spent on 
assets) of $100k per year. 
 
 Unity Plus  
$35 per month for a 12 months’ plan.  
This is designed for individuals or development teams who want additional useful and 
effective tools to help them release commercial games and interactive experiences. This 
model comes with comes with an annual revenue cap of $200k per year, and an optional 
splash screen as in Unity Pro (below). 
 
 Unity Pro  
$125 per month with one year commitment, this has no revenue cap. 
The new and improved version of Unity Pro for professional individuals and teams who 
require complete flexibility for creating commercial games and interactive content. 
 
 Unity Enterprise 
For large organizations wanting source code and enterprise support. Unity Enterprise is 
purchased through a Unity representative and is priced on an individual case basis. 
 
 
Figure 4 Unity Pricing structure 
Source: Unity 
 
Drawing inspiration from the unity business model it is envisaged that an element of the RAGE 
revenue could be derived on a similar basis through a variable subscription model with varying 
levels of payment providing varying degrees of access to RAGE assets, services and support. The 
model is clear and well established within the Leisure Games sector. 
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Over the coming months of planned activities addressing process and governance matters (D7.5) 
refinement of a revenue model incorporating elements of a Unity type model will be undertaken as 
part of the business case preparation.  
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7 CONSULTATION OUTCOMES 
7.1 Internal Applied and Leisure Game Developer Consultation 
In September 2016, an in depth internal consultation was undertaken with representatives of the four 
game development businesses engaged in the RAGE project: BIP Media, Gameware Europe, 
Nurogames and PlayGen. This was followed up with open interviews were conducted with each of the 
individual partners to develop, validate, challenge and test the assumptions made in drafting these 
recommendations. 
 
The aims of the consultation were to:  
 
 Validate the key prerequisites and considerations of our industrial partner requirements for 
the eco-system portal. 
 Effectively engage with the Game development communities (both Leisure and Applied) to 
ensure development of an effective sustainability and exploitation plan, fit for purpose in the 
competitive commercial market place environment in which the portal will be situated 
 Confirm that the plan can be executed effectively by the RAGE project team.  
 
7.2 Findings of the Applied and Leisure Game Developer 
Consultation 
As a general sentiment, the industrial partners confirmed our initial assumption that the success of the 
Eco-system portal, at least from the demand side perspective, is entirely dependent on two factors: 
the quality of the Assets available within the portal, and the perceived value of engaging with an 
active Applied Games community of practice. The term ‘industrial strength’ was frequently used by the 
developers to define the desired characteristics of the RAGE assets. What precisely is meant by the 
term ‘industrial strength’ is subjective, but in summary the assets should be useful, function as 
described, be interoperable across development platforms, be of reasonable file size, be tested and 
approved and offer a return on investment over internal development costs in terms of resource or 
cost. These requirements are entirely consistent with service design approach and are at the core of 
our thinking around the development of a viable Business Model for the RAGE Eco-system portal in 
moving forward. 
   
The RAGE project team is mindful of the tension between, on the one hand, the requirements of WP7 
to produce research outputs, and, on the other hand, the goal of the project to create a sustainable, 
viable (ecosystem portal) service to stimulate the Applied Games industry in Europe post project and 
beyond. 
 
7.3 Conclusions drawn from the internal Developer Consultation 
1) Sustainability and viability will only be achieved if there is a compelling argument for industry to 
engage with the Eco-system and to use the assets offered.  
2) The ultimate objective of RAGE in creating the Eco-system is to stimulate both demand and 
supply for applied games through a viable EU applied games development industry.  
3) As discussed in the previous deliverables (D7.1) (D7.3) in Europe, USA and Asia demand and 
growth in these markets is distinct. It is essential that the Eco-system portal addresses the 
individual requirements of each of these markets to successfully support European industrial 
growth. 
4) The applied games industry consists of quite disparate agents each with their own characteristics 
and distinct requirements.  
5) There are sub-markets and invisible agents within the applied games market including business, 
education and entertainment each with potentially different requirements. 
6) There are different levels of visibility between Business to Consumer (B2C) games and Business 
to Business games (B2B). 
7) There are internal boundaries within the applied games industry. As an example, applied or 
serious game developers may not identify themselves as ‘game developers’ and there are 
challenges relating to terminologies: gamification, e-learning, blended learning and serious 
games.  
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8) There are unique requirements for applied games within specific industries and sectors such as 
health, retail, and the military. 
9) There is a dichotomy (typical of the creative digital industrial sectors) between demand driven 
concepts and technological concepts. The Rage Eco-system must balance these requirements.  
10) To achieve our stated objectives the RAGE project must provide compelling evidence to the 
development community of the business value to be achieved in engaging with the Eco-system 
portal. This evidence provided should include, as a minimum, the following: 
a) The Return on Investment (ROI) for potential customers considering the direct commissioning 
of applied games. 
b) The ROI for game developers considering applying the RAGE Assets available via the RAGE 
Eco-system 
c) The ROI for asset creators and developers who are considering employing the Eco-system to 
showcase, distribute and sell their assets. 
d) The Eco-system should provide data for gathering intelligence of future trends and 
requirements for creators and developers, to inform them in the creation of new assets. 
e) Exemplars demonstrating, in business terms, the potential efficiencies and cost benefits in 
time, innovation or financial. 
11) The applied games development community, including both leisure and non-leisure developers, 
must be ‘comfortable with’ and ‘trust’ (terms used extensively in our discussion with industry) the 
RAGE Eco-system branding. Similarly, this Eco-system branding must reflect the requirements 
and values of industry.    
12) The RAGE Eco-system portal may be required to focus or narrow our fields of specialisation, and 
this will present challenges for the RAGE Eco-system portal in selecting and showcasing 
solutions applicable to all potential customers.  
13) The governance model of the Eco-system requires a for-profit commercial operator to achieve 
success. 
14) The multiple and differentiated market segments interacting with the ecosystem may require 
diverse and simultaneous business models and revenue streams. This will, for example, require a 
considered approach to customer segmentation and the type and maturity of the RAGE assets. 
15) The (multiple) price positioning of the RAGE assets will be defined in a supplier and distribution 
channel through conventional methodologies. This could emerge as a significant revenue stream 
for RAGE as the showcasing platform. 
16) There is a confirmed consensus amongst industrial partners that the Eco-system portal should not 
sell games directly to the market. 
 
7.4 Ongoing consultations with the Leisure and Applied Games 
Industry 
During the first project review, the reviewers highlighted the need to continue to engage actively with 
the European based leisure games industry. The project will continue to engage in on-going 
consultation with major industry groups, hubs and associations.  
 
Extensive consultation has occurred with the Applied Games Industry in the preparation of this and as 
detailed in previous deliverables (D7.1, D7,2 and D7.3). This has included workshops with the RAGE 
industrial partners and interviews and questionnaire within this and in conjunction with associated 
RAGE work packages 
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8 THE PROPOSED CANDIDATE BUSINESS MODELS FOR THE 
ECO-SYSTEM PORTAL 
This section contains three proposed business models, illustrated using the business model canvas 
characterisations. Using the Business Model Canvas Characterisations provided below is analysis of 
the three proposed options to be employed by the RAGE project. 
 
8.1 Business Model A:  RAGE Multi Sided Matchmaking 
This business model is the most challenging and combines the aspects and characteristics of the 
multi sided model combined (04) with a matchmaking model (03).  
 
Customer Segments: Who are the customers? What do they think? See? Feel? Do? 
 Primary Industrial Stakeholder groups (These are defined in D7.1) 
 Primary Agency and Governmental Stakeholder groups (These are defined in D7.1) 
 Primary academic and or Educational Stakeholder groups (These are defined in D7.1) 
Value Propositions: What’s compelling about the proposition? Why do customers buy, use? 
 Validated and approved state of the art Assets. 
 Sate of the art briefings 
 Exemplars, supporting materials 
Channels: How are these propositions promoted, sold and delivered? Why? Will it work? 
 The Eco-system portal web site e-commerce functions 
 Community, trade events and conferences 
 Digital distribution Model 
 Technical forums  
 Internal sales and Marketing function 
Customer Relationships: How do you interact with the customer through their ‘journey’. 
 Relationships developed via community forum interactions identifying customers, 
requirements and potential developers of applied games. 
Revenue Streams: How does the business earn revenue from the value propositions? 
 Variable Subscription Model 
 Fixed Subscription Model 
 Third Party Advertising 
 Third Party Sponsorship  
 Third Party Paid Content 
 Third Party Paid Placement  
 Consultancy services  
Key Activities: What uniquely strategic things does the business do to deliver its proposition? 
 Marketing activities both online and physical  
 Support asset development and the creation of new assets  
 Activities and promotions to support brand development 
 Activities and promotions to increase uptake of asset development approach 
 Identify potential stakeholder’s customers and contributors. 
Key Resources: What unique strategic assets must the business have to compete? 
 The validated interoperable assets and supporting materials. 
 A regular flow of new assets 
 A regular flow of case studies and Exemplars of RAGE approach 
Key Partnerships: What partnership arrangements can allow the business to focus on its Key 
Activities. 
 Develop firm relationships with development community 
 Develop firm relationships with existing and potential asset contributors 
 Establish relationship with technical development hubs 
 Establish relationships with representative trade bodies. 
 Maintain and increase engagement with academic community. 
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Cost Structure: The business’ major cost drivers will be linked to revenue and will be considered as a 
process task activity within (D7.5). It is anticipated that this, indeed all the proposed Models can be 
supported with a low fixed overhead cost structure, consisting of a small marketing, technical and 
sales function. 
 
8.2 Business Model B: RAGE Product Model 
This business model exhibits the characteristics of a product sales based model. It is distinct from 
Model A in that the number of potential revenue streams is significantly decreased. 
 
Customer Segments: Who are the customers? What do they think? See? Feel? Do? 
 Primary Industrial Stakeholder groups (These are defined in D7.1) 
 Primary Agency and Governmental Stakeholder groups (These are defined in D7.1) 
 Primary academic and or Educational Stakeholder groups (These are defined in D7.1) 
Value Propositions: What’s compelling about the proposition? Why do customers buy, use? 
 Validated and approved state of the art Assets. 
 Sate of the art briefings 
  Exemplars, supporting materials 
Channels: How are these propositions promoted, sold and delivered? Why? Will it work? 
 The Eco-system portal web site e-commerce functions 
 Community, trade events and conferences 
  Digital distribution Model 
 Technical forums  
 Internal sales and Marketing function 
Customer Relationships: How do you interact with the customer through their ‘journey’. 
 Relationships developed via community forum interactions identifying customers, 
requirements and potential developers of applied games. 
Revenue Streams: How does the business earn revenue from the value propositions? 
 Payment for virtual products (Differentiated sales of assets)  
 Royalty payments for use of assets 
 Third Party Advertising 
 Third Party Sponsorship  
 Third Party Paid Content 
 Third Party Paid Placement  
 Consultancy services  
Key Activities: What uniquely strategic things does the business do to deliver its proposition? 
 Marketing activities both online and physical  
 Support asset development and the creation of new assets  
 Activities and promotions to support brand development 
  Activities and promotions to increase uptake of asset development approach 
  Identify potential stakeholder’s customers and contributors. 
Key Resources: What unique strategic assets must the business have to compete? 
 The validated interoperable assets and supporting materials. 
 A regular flow of new assets 
 A regular flow of case studies and Exemplars of RAGE approach 
Key Partnerships: What partnership arrangements can allow the business to focus on its Key 
Activities. 
 Develop firm relationships with development community 
 Develop firm relationships with existing and potential asset contributors 
 Establish relationship with technical development hubs 
 Establish relationships with representative trade bodies. 
 Maintain and increase engagement with academic community. 
 
Cost Structure: The business’ major cost drivers will be linked to revenue and will be considered as a 
process task activity within (D7.5). It is anticipated that this model can likewise be supported with a 
low fixed overhead cost structure, consisting of a small marketing, technical and sales function. 
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8.3 Business Model C: (Hybrid) RAGE Product, Solutions and 
Matchmaking Model 
This business model exhibits the characteristics of the combination of product and solutions model. 
Consistent with a Platform Design Approach in recommending the option of Business Model C we 
assume there is no core business in digital environments and we most aim form transformative 
purpose; the RAGE Eco-system must be flexible and adaptive in its approach. Education is key to 
influencing the mind sets of establishment and emergent Applied Games Developers and this 
approach, if adopted, broadly within the industry will significantly reduce the capital exposure of 
potential investors. 
 
Customer Segments: Who are the customers? What do they think? See? Feel? Do? 
 Primary Industrial Stakeholder groups (These are defined in D7.1) 
 Primary Agency and Governmental Stakeholder groups (These are defined in D7.1) 
 Primary academic and or Educational Stakeholder groups (These are defined in D7.1) 
Value Propositions: What’s compelling about the proposition? Why do customers buy, use? 
 Validated and approved state of the art Assets. 
 Sate of the art briefings 
  Exemplars, supporting materials 
Channels: How are these propositions promoted, sold and delivered? Why? Will it work? 
 The Eco-system portal web site e-commerce functions 
 Community, trade events and conferences 
  Digital distribution Model 
 Technical forums  
 Internal sales and Marketing function 
Customer Relationships: How do you interact with the customer through their ‘journey’. 
 Relationships developed via community forum interactions identifying customers, 
requirements and potential developers of applied games. 
Revenue Streams: How does the business earn revenue from the value propositions? 
 Payment for virtual products (Differentiated sales of assets)  
 Royalty Payments for use of assets 
 Variable Subscription 
 Fixed Subscription 
 Third Party Advertising 
 Third Party Sponsorship  
 Third Party Paid Content 
 Third Party Paid Placement  
 Consultancy services  
Key Activities: What uniquely strategic things does the business do to deliver its proposition? 
 Marketing activities both online and physical  
 Support asset development and the creation of new assets  
 Activities and promotions to support brand development 
  Activities and promotions to increase uptake of asset development approach 
  Identify potential stakeholder’s customers and contributors. 
Key Resources: What unique strategic assets must the business have to compete? 
 The validated interoperable assets and supporting materials. 
 A regular flow of new assets 
 A regular flow of case studies and Exemplars of RAGE approach 
Key Partnerships: What partnership arrangements can allow the business to focus on its Key 
Activities. 
 Develop firm relationships with development community 
 Develop firm relationships with existing and potential asset contributors 
 Establish relationship with technical development hubs 
 Establish relationships with representative trade bodies. 
 Maintain and increase engagement with academic community. 
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Cost Structure: The business’ major cost drivers will be linked to revenue and will be considered as a 
process task activity within (D7.5). It is anticipated that this model can be supported with a low fixed 
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9 PRESENTATION OF MODELS AND FEEDBACK FROM INTERNAL 
RAGE PARTNERS 
At the RAGE project meeting in February 2017 the opportunity was taken to present the three models 
detailed here and to gather feedback from internal RAGE partners. The aim of the session was to 
select and validate a model on which further work could be undertaken in developing a more detailed 
business case and business plan including financial modeling. In a parallel presentation, an outline 
conceptual design of the RAGE “marketplace” informed by the findings of this project and parallel 
work in work-package 6 in constructing a robust technical architecture and attractive GUI design. 
 
Whilst validation of a single model by all partners was not achieved, a consensus was established 
that the hybrid model was the most likely candidate, and that further work should be undertaken in 
developing the hybrid model using the platform design approach detailed within this document.  
 
The hybrid model was preferred by the group as it was thought to provide the required flexibility in 
terms of potential revenue streams. The potential revenue models include variable membership fees, 
differentiated pricing and sales of assets, this was highlighted as a key requirement of the commercial 
applied games development businesses. The Unity business example contained in this report 
provides some inspirations as to what RAGE revenue model may emerge as part of the ongoing 
project activity. Additional revenues could be provided through feature and sponsorship sales and 
variated membership. 
 
There was recognition by the group of the potential complexity of the model as due to the need to 
engage with multiple stakeholder groups over multiple channels and in managing the diverse potential 
revenue streams as detailed above.  
 
9.1 Follow up actions and ongoing future work 
Ongoing work will include the refinement and presentation of the enhanced business model (the 
hybrid model) to the RAGE Executive Management Board (EMB) and the Strategic Management 
Board (SMB) for approval at which point a detailed business plan will be developed. The next 
deliverable of WP7 will address issues of process and governance which are not addresses within this 
report. 
 
Over the coming twelve months the RAGE project team will continue to consult with key stakeholders 
within the leisure and applied games industries with the objective of creating a viable and sustainable 
eco-system. 
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10 CONCLUSIONS 
In this report, we have presented the options and recommendations for a business model to ensure 
the resilience, viability and long term sustainability of the primary output of the RAGE project namely 
the Eco-system (portal). 
The sustainability of the Eco-system concept requires a major step change in thinking. An eco-
systemic approach requires developed innovation capabilities and must foster a future constructive 
culture of collaboration. It is essential to take a service design approach to the development of the 
eco-system portal, embracing the three dimensions of utility, usability and pleasurability is critical. 
 
The hybrid product solutions and matchmaking model is the recommended model to achieve 
not only the sustainability objectives but furthermore address the overarching objective of 
stimulating the Applied Games Industry in Europe. The primary function of the business model 
should be to create and foster an environment where systemic innovation will occur. 
 
Internal and external consultation has confirmed that the ultimate success of the Eco-system is 
dependent on acceptance conceptually of the asset based approach of the RAGE project and the 
quality and usability of those assets.  
 
There are established business models such as the Unity model highlighted in this report applied to 
asset based eco-systems and this provides evidence of the sectors acceptance of the RAGE 
conceptual approach.  
 
The three model options presented to a representative group RAGE partners offered alternative ways 
to ensure the sustainability of the project outcomes and whilst there is value in the product and 
matchmaking models the recommended candidate hybrid model presents a real opportunity to 
provide the impact necessary to ensure the sustainability of the project beyond the current funding in 
2019. 
 
The recommended hybrid model provides for revenue streams from a variety of sources and 
whilst the management complexity associated with this kind of model has been recognised it 
is essential in driving towards the systemic innovation required in the project. 
 
This is recommended in consideration of current developments and thinking around Platform Design 
which is highly relevant to the proposed RAGE Eco-system business model. We used the market 
segmentation previously developed in deliverable (D7.1) in conjunction with the proposals outlined in 
the RAGE Exploitation Plan, (D9.5), and will apply a service design approach to ensure the long-term 
sustainability of the Eco-system beyond the existing project funding. 
 
Within RAGE we recognise the demands of EU project funding in driving a sustainable industry to 
create growth, and consequently we present a framework to achieve systemic innovation, going 
beyond product and customer narratives to explore transformative opportunities and radically new 
models. 
 
Once approved by the RAGE Executive Management Board (EMB) The next phase of the project will 
involve the development of this model into a fully developed business case. This will involve 
establishing pricing of the various membership packages and assessing likely income and cost base, 
pricing of the assets to be marketed through the Eco-system portal will be established to embrace 
contemporary fremium approaches and sales based income models that are acceptable to industry 
and asset developers and manageable. It is likely that transitional funding will be required whilst the 
Eco-system portal becomes established. As highlighted within the report this could involve private 
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